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Abstract: The transition to a circular economy requires a fundamental change in products and the
way they meet consumer demands. In this context, the aim of this article is to analyse the level of
importance that consumers attach to the fact that circular aspects were incorporated into a product
design and to the need to communicate them on the product labelling. The aspects analysed in this
study are related to durability, repairability, recycled material content, low environmental impact,
fair working conditions and origin. To this end, a survey was designed and conducted with a
representative sample. It was found that Spanish consumers are concerned mainly about fair working
conditions during the product manufacturing and the durability of the products. A high degree of
congruence was found between the level of importance attached to incorporating each aspect into
the product design and including this information in the product labelling. In addition, multinomial
regression models are applied to identify the consumer profiles (gender, age, household size, level of
education, household income) that are more or less prone to prefer products that incorporate these
aspects into their design and labelling. Household size and gender are the socio-economic variables
that most affect consumer preferences.
Keywords: circular economy; social; product requirement; consumer preference; statistics
1. Introduction
According to the World Business Council of Sustainable Development (WBCSD) [1], an increasing
number of consumers are concerned about both the environmental impact of products and the social
implications derived from their production, but still, it is unclear how relevant this group is and
therefore how strong consumers support the respective environmental and social policies. From an
environmental perspective, the product design framework is becoming increasingly oriented towards
circular economy principles [2] to ensure that products, materials and resources remain in circulation
for as long as possible, while reducing waste generation. From a social perspective, consumers are
gradually more concerned about factors related to fair working conditions, use of local resources and
recycled materials, etc. [3].
Circular economy principles encourage improvements to the design of products in order to
ensure their durability, repairability, recycling, etc. and, in parallel, to promote local and fair jobs
and opportunities for social integration [4]. This agrees with the sustainable development goals [5]
which, among others, highlight that sustainable economic growth requires societies to create the
conditions that allow people to have quality jobs that stimulate the economy, while not harming the
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environment. For this reason, it is mandatory that all these aspects are taken into account during
the product design process. However, consumers play an important role in promoting sustainable
consumption [6] and, therefore, demand products that incorporate such aspects. So it is necessary to
know consumer preferences in order to consider them in the design process [7].
For example, more information about durability or extension of lifespan of some electrical and
electronic equipment (EEE) are aspects in growing demand by consumers [8]. Therefore, it is important
to ensure that strategies such as design for disassembly, design for repair and upgrades, etc., are
taken into account during their design process [9]. As concluded by the Organization for Economic
Cooperation and Development (OECD) [3] and WBCSD [1], consumers are increasingly concerned
about environmental and social features of products and services in their everyday consumption
decisions in an attempt to buy products manufactured using renewable energy, or refusing products
manufactured under dubious working conditions. With this approach, it is important to also include
design aspects which ensure that products are produced safely by workers, using local resources,
etc. [10], since according to Hertel et al. [11] or Coelho [12] people are willing to pay more for goods
produced under fair working conditions or for fair trade products, respectively.
Apart from the demand to incorporate these aspects into the product design process, today
there is also a demand to include this information on product labelling. This key point has been
recently highlighted by the Spanish Circular Economy Strategy [13], which promotes a responsible
consumption model based on the transparency of information about product characteristics and their
publicity on labels.
Porter [14] and Maurer and Pachl [9] have revealed considerable consumer interest in receiving
information about the lifespan, repairability or upgradability of products, as well as costs and
availability of spare parts. Along the same lines, information about characteristics related to the
fair trade concept (e.g., fair working conditions, origin of resources, etc.) is also highlighted by
De Pelsmacker and Janssens [15] as being demanded by consumers. A survey by the European
Commission [16] and the European Economic and Social Committee [17] concluded that 92% of
respondents agreed to receive information about such aspects. Without such information, consumers
are unable to reward manufacturers that produce long-lasting or repairable goods, or even those
companies which respect workers’ conditions or required resources.
One way to communicate all these aspects is through the information included on product
labels. Previous research has demonstrated that consumers use product labelling when choosing a
product [18] and it has been widely used by companies to differentiate their products from others [19].
In addition, some studies have analysed what motivates consumers or their preferences.
Grunert et al. [20] and Schumacher [21] show that demand for product information depends on
the specific consumer characteristics, whose preferences are influenced by their age, gender or level of
education, among others [22–24].
Therefore, some effort should be made to understand the importance that consumers attach
to the incorporation of circular aspects into products and to the need to communicate them on
product labelling. By taking into account this context, the aim of this article is double. On the one
hand, to analyse the level of importance that consumers attach to the fact that circular aspects were
incorporated into a product design and to the need to communicate them on the product labelling.
On the other hand, to identify the consumer profile who prefer that. This information can be useful for
identifying focus audiences of future awareness campaigns in this area.
This paper is arranged as follows: a literature review, in which more demanded circular aspects
are identified, is detailed in the next section, followed by a survey design and sample definition in
Section 3, which allow us to know the importance attached by consumers to the identified circular
aspects. Section 4 includes a statistical analysis where data are processed at different levels. Finally,
Section 5 presents the discussion and conclusions.
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2. Background
A literature review was comprehensively carried out to identify the most relevant circular aspects
demanded by consumers in product design and labelling. This was achieved by conducting research
into papers published in the last decade in leading international journals indexed in recognised
databases (e.g., Journal Citation Report, Scopus, etc.) and reports published by the European
Commission about the needed, demanded or preferred aspects of the consumer products market. Note
that the nomenclature of the considered aspects was unified to group the information provided by
each analysed document.
Table 1 is a classification of the main literature published in recent years dealing with the
research of circular aspects demanded when consumer purchase decisions are made. The following
were identified for each study: the considered product, the general study aim (identifying design
requirements, labelling study or consumer preferences assessment), the analysed circular aspects
(environmental or social), the year and country where the study was conducted and, finally, the
methodology applied to identify consumer demands.
As many authors have already pointed out, consumers are increasingly interested in the
environmental and social criteria that must be taken into account when designing and/or labelling
products as they tend to be more concerned about ethical causes [25–29]. The literature review
shows that 56% of the reviewed studies identify both social and environmental aspects demanded
by consumers when purchasing products. Although social concerns are increasing worldwide, as the
increase of fair-trade markets demonstrates [30], literature continues being more concerned about
environmental aspects than social ones, since 42% of the reviewed studies still focused only on
environmental issues (see Table 1).
The commonest aspects found in the reviewed literature are those listed and defined as follows:
- Durability refers to a product’s ability to maintain its functions over a prolonged time and the
degree to which it is repairable before it becomes obsolete [31].
- Repairability refers to the ability and ease of a product to be repaired during its life cycle [32],
including aspects related to its disassemblability or modulability.
- Recycled material content refers to the amount of product materials from secondary sources
instead of raw/primary materials [33].
- Low environmental impact includes any aspect that contributes to reduce the environmental
performance of a product during its life cycle. It considers both inputs and outputs of materials,
energy, emissions or waste generated during the life cycle of products, measured in different
impact categories [34,35].
- Fair working conditions includes indicators related to the characteristics of the work done in the
product manufacturing stage, from raw material extraction activities to the distribution stage,
such as workers’ fair salary, hours worked, forced labour, gender discrimination, etc. [36].
- Origin of production is related to the distance from the product manufacturing location to the
point of sale. This aspect is gaining importance internationally as “zero-mile” products are being
considered an essential tool to fight against pollution by reducing the consumption of fossil fuels
that result from transportation [37].
Low environmental impact is the most widely considered aspect in the literature (up to 81%
of the reviewed studies). General ethical aspects and Fair working conditions are the second most
considered (36% and 28%, respectively), followed by Durability, Recycled material content and Origin
of production, all considered by around 20% of the reviewed studies. Reparability is the least addressed
circular aspect (14%).
Having analysed the aim of the reviewed studies, it can be stated that labelling is an
important issue for consumer decisions on purchasing as 61% of the reviewed studies focus on
this topic. Consumers often use the information found on packaging to evaluate purchased products’
sustainability [27]. Many authors have identified a relation between socio-economic consumer
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characteristics and consumer attitudes towards labels [38–42]. However, some differences were
identified when comparing the results of these studies, probably due to each study having a different
niche market, as Park [26] previously pointed out. In line with this, when analysing the products
on which the reviewed studies focused, only 6% of them focused on EEE, even though their usage
has exponentially increased due to technological advances, and having become common in the daily
lives of consumers and industries [43]. Generic or non-specified products were the most analysed
ones (51%), followed by the food products considered by 26% of the reviewed studies, and the textile
products considered by 11%.
Most of the reviewed studies focused on European consumers, and only two analysed Spanish
consumer preferences, and both focused on food products [20,44]. To explore these preferences,
surveys and telephone/online questionnaires seemed the most appropriate techniques as they were
the most widely used by researchers (up to 74% of the studies).
In this context, this study is focused on analyzing the Spanish consumer preferences of circular
aspects, related to both design requirements and labelling of products. On the one hand, to foresee
market demands and, on the other hand, to identify the socially and environmentally responsible
practices that permeate consumer product marketing. This analysis should also include an in-depth
study into how Spanish consumer socio-economic characteristics influence product purchase decisions.
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WBCSD, 2008 [1] x x x x Worldwide 2008 Review
WBCSD & WRI, 2008 [45] x x x x x x x x Worldwide 2008 Review
OECD 2008 [3] x x x x x OECD Countries 2008 Survey, literature review
Nordic Consumer Ombudsmen,
2009 [46] x x x x
Denmark, Finland, Norway and
Sweden 2009 Review
Maurer, 2015 [9] x x x x x Europe 2015 Review
Vehmas et al., 2018 [47] x x x x x x Finland n.s. Surveys
Connell, K.Y.H. (2011) [48] x x x x x x x USA n.s. Semi-structured interviews
De Pelsmacker, P. 2007 [15] x x x x x Belgic 2003 Questionnaire
Sarti, S., 2018 [49] x x x x x Italy 2014–2016 Cluster analysis (consumermonitor)
Panico, T., 2017 [50] x x x x x Italy n.s. Survey
Cerri, J., 2018 [38] x x x x Italy 2012 Survey
European Commission, 2013 [16]
Eurobarometer 367 [51] x x x x x Europe 2012 Survey
European Economic and Social
Committee, 2016 [17] x . . . x x
France, Spain, Czech Republic
and Benelux 2016 Questionnaire
Dünnhoff, E., 2014 [18] x x x Germany 2014 Survey
Sama, C., 2018 [44] x x x x x Spain 2016–2017 Survey
Park, K.C., 2018 [26] x x x x x x USA n.s. Survey
Birch, D., 2018 [52] x x x x Australia n.s. Survey
Grunert, K.G., 2014 [20] x x x x x x x UK, France, Germany, Spain,Sweden & Poland 2012 Survey
Van Loo, E.J., 2015 [53] x x x x x x USA 2013 Eye-tracking
Grebitus, C., 2016 [54] x x x x x Canada & Germany 2013–2015 Questionnaire-Discrete choice
Schumacher, I. 2010 [21] x x x Europe 2010 Questionnaire-Cross individualdata
Fabricio, 2017 [55] x x x x x Brasil 2015 Survey
D’Souza, C., 2007 [42] x x x Australia n.s. Questionnaires
Pedrini, M., 2014 [39] x x x x Italy 2009 Questionnaires
De Carvalho, 2015 [56] x x x x x x Portugal n.s. Questionnaires
DEFRA and DTI, 2006 [57] x x x UK 2006 Consumer Forum
Directive 2009/125/EC [58] x x x x x x Europe 2009 Normative
European Commission 2014 [59]
Eurobarometer 388 [60] x x x x x x Europe 2013 Questionnaires-survey
Grankvist, G., 2007 [61] x x x x Sweden n.s. Questionnaires-panel study
Koszewska, M., 2011 [62] x x x x x Poland 2010 Survey-interviews
Noblet, C. L., 2006 [63] x x x x USA 2004–2005 Survey
Pickett-Baker, J., 2008 [64] x x x x London n.s. Questionnaire
Rousseau, S., 2015 [27] x x x x x x Belgium 2012 Discrete choice experiment,survey
FSANZ, 2008 [65] x x x Autralia 2007 Survey
n.s.: not specified.
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3. Survey and Sample Definition
A survey needs to be designed to understand the importance attached by consumers to
considering the selected aspects related to the environmental and social performance of products
during their design process, and to their communication on product labelling.
A survey was defined as Table 2 reports, bearing in mind the relevant aspects identified in the
literature reviewed. On one hand, two response variables were proposed. The first was related
to the importance that consumers attach to integrating the selected aspects into the design process.
The second one was related to the importance conferred by consumers to include this information
on the product labelling. All measurements were subjective assessments by the respondents using a
rating scale. On the other hand, questions related to the socio-economic characteristics of respondents
were included in the survey to identify the profile of consumers. Note that these questions form part
of a more broader survey [66,67].











Score on a scale from 1 (not important at all) to 5 (absolutely essential) about how important it is that
a product includes aspects related to:
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The method chosen to conduct the survey was telephone interviews carried out by a specialised
company to guarantee high-quality answers and reliability throughout the process. Telephone surveys
were conducted with inhabitants aged over 18 years in the city of Castellón de la Plana (Spain).
The methodology proposed by Bartlett et al. [68] was applied to calculate the required
representative sample, according to Equation (1):
n =
(t)2 ∗ (p)(1 − p)
(d)2
(1)
where n is sample size, t is the Z value for a specific confidence level, p is the proportion of respondents
who selected a specific choice, and d is the confidence interval or margin of error.
By considering a 99% confidence level (t = 2.576), the maximum possible proportion of 50%
(p = 0.5), which gives the largest sample size, and a 5% margin of error (d = 0.05), a minimum sample
size of 663 respondents was obtained.
Table 3 shows the comparison between the distribution of the real characteristics of Castellón’s
population [69] (by gender and age) and the surveyed sample. This comparison ensures that the
sample represents the study population’s characteristics.
Table 3. Characteristics of both the population and sample.
Age Ranges




















Males 11.5% 16.3% 11.3% 9.0% 48.0%
100%Females 11.8% 16.3% 12.0% 12.0% 52.0%
4. Statistical Analysis of the Results
4.1. Descriptive Analysis of the Survey Responses
A descriptive analysis was performed for the responses obtained for each question
(response variable). In addition, contingency tables were obtained and allowed to explore whether or
not the responses to different questions are independent of each other. To this end, independence tests
such as X-squared were applied.
The importance that survey respondents attached to the first response variable reported in Table 2,
“Incorporation of different aspects into product design”, is shown in Figure 1a. We can see that the level
of importance depends largely on the aspect. Fair working conditions came over as being absolutely
essential (67.0%) or very important (29.0%) for 96.0% of the respondents, while Durability came over
as being absolutely essential (60.8%) or very important (19.0%) for 79.8% of them. Origin, although by
far the third most rated aspect, is considered absolutely essential (15.8%) or very important (31.7%)
by 47.5% of the respondents. The remaining aspects analysed, Low environmental impact, Recycled
material content and Repairability, were poorly rated by those surveyed, and only 33.8%, 32.2% and
29.3% of the respondents, respectively, considered them absolutely essential or very important to be
included in product designs.
Regarding the second response variable, “The importance that respondents attached to the need
to incorporate information about the previous aspects on product labelling”, Figure 1b shows, once
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again, that the importance level depends largely on the aspect. In this case, Fair working conditions is,
by far, the most demanding aspect to appear on labelling. For 94.4% of the respondents, this aspect
should be included on product labelling in an absolutely essential way (68.1%) or in a very important
way (26.4%). Durability is the second most rated aspect, considered absolutely essential (40.2%) or
very important (22.8%) by 63.0% of the respondents. The remaining aspects analysed, Origin, Recycled
material content, Low environmental impact and Repairability, were poorly rated by the surveyed
individuals, and only 45.7%, 41.0%, 39.8% and 31.0% of them, respectively, considered them absolutely
essential or very important to be included on product labelling.
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Figure 1. Importance attached by consumers.
It is also interesting to assess the possible relationship between the importance placed on
incorporating a certain aspect into a product design by respondents and the importance given to
including the same aspect on product labelling. The association between these two answers can be
made by means of contingency tables (Table 4).
For each table, higher values at or near the main diagonal imply a close association between
the importance conferred on incorporating an aspect into a product design and the importance of
including the same aspect on product labels. This is analogous to a high correlation between these two
variables. Larger numbers off the diagonal mean lack of association between variables.
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Table 4. Contingency tables.
Durability Repairability Recycled MaterialContent
Importance of
aspect on product labelling
Importance of aspect on
product labelling













1 2 3 4 5
1 3 0 0 0 1 1 2 5 4 0 1 1 11 1 1 4 4
2 2 13 3 0 1 2 13 112 46 14 13 2 1 65 22 20 11
3 0 5 35 8 6 3 4 33 135 22 17 3 7 18 149 45 25
4 0 15 20 75 11 4 1 10 26 48 11 4 3 6 34 62 16
5 0 23 110 67 245 5 0 7 11 8 48 5 0 3 14 15 40
X-squared 602.16 396.23 453.98
p-value 2.2 × 10−16 2.2 × 10−16 2.2 × 10−16
Low Environmental
Impact Fair working Conditions Origin of Production
Importance of aspect on
product labelling
Importance of aspect on
product labelling













1 2 3 4 5
1 2 0 0 2 4 1 0 0 0 0 0 1 20 0 2 0 0
2 2 47 19 24 9 2 0 4 0 0 2 2 0 46 4 0 0
3 3 16 179 44 13 3 0 0 18 0 2 3 0 0 282 0 0
4 4 11 28 58 14 4 2 0 4 190 14 4 0 0 0 212 0
5 1 1 22 12 52 5 0 0 8 0 472 5 0 0 5 0 94
X-squared 374.06 744.22 1234.2
p-value 2.2 × 10−16 2.2 × 10−16 2.2 × 10−16
To interpret the results in each contingency table, it is necessary to observe the location of the
responses in the table. Many responses on the diagonal mean a high congruence level since respondents
attach the same level of importance to incorporating a certain aspect into a product design and to
including this aspect on product labelling. If many responses appear at the top of the diagonal,
respondents attach less importance of incorporating the aspect into the product design and on product
labelling. On the contrary, if many responses appear at the bottom of the diagonal, the level of
importance is high for both response variables. In addition, many responses below the main diagonal
in the contingency table means that including a certain aspect on product labelling is regarded as
less important than incorporating it into the product design. Finally, many responses above the main
diagonal means that incorporating a certain aspect into the product design is regarded as less important
than including it on product labelling.
Three different patterns can be observed in the contingency tables reported in Table 4:
• The contingency tables for aspects related to Repairability, Recycled material content and Low
environmental impact show a large number of responses on the main diagonal (57–60% of the
responses), with a larger number of responses in the central part of the diagonal, while 22–26%
of the responses are grouped above the main diagonal and 18–19% of them below the diagonal.
This means that slightly more than half of the respondents attach the same level of importance to
incorporating each aspect and to including them on product labelling by assigning an average
level of importance, range from 3.1 to 3.3, depending on the aspect (scale from 1 to 5). Of those
remaining, slightly more than a half prioritise labelling as opposed to design.
• The contingency tables for Durability also show many responses on the main diagonal (58% of
the responses), with more responses in the lower part of the diagonal; 4% of the responses are
grouped above the main diagonal and 38% of them below the diagonal. This means that nearly
60% of the respondents attach the same level of importance to incorporating each aspect and to
including them on product labelling by assigning an average level of importance (4.5). Of those
remaining, almost the whole sample prioritises the incorporation of the given aspect during
product design as opposed to including this aspect on product labelling.
• The contingency table for Fair working conditions and Origin show practically all the responses on
the main diagonal (96% and 99%, respectively), with more responses at the bottom of the diagonal
for the aspect Fair working conditions, and in the middle-lower area for Origin. The percentage of
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responses grouped above or below the main diagonal is around 0–2%. This means that almost all
the respondents attach the same level of importance to incorporating each aspect and including
them on product labelling by attaching an average level of importance (4.7) for Fair working
conditions and 3.5 for Origin.
In addition, X-squared independence test analyses were performed to statistically corroborate
the independence among responses. For this purpose, the Generalized Linear Interactive Modelling
(GLIM) package in R was applied to compute the deviances and the p-values for the different cross
independence tests [70]. As p-values are lower than 0.05 in all cases, it can be concluded that the
hypothesis of independence between aspects in the product and aspects on labelling should be rejected,
which implies a statistically significant association between those variables.
4.2. Multinomial Regression
Multinomial regression models are applied to identify the consumer profiles that are more
or less prone to prefer products that incorporate the previously analysed aspects into their design
and labelling.
Multinomial regression coefficients are interpreted as the rate of change in the logarithm of the








where X represents the design matrix whose entries are the values of the socio-economic variables,
and β represents the regression coefficients. These regression coefficients measure the linear effect on
the logarithm of the proportion of probabilities. The general model structure is shown in Equation (3):
Yi = β0 + ∑
i
βiXi (3)
where Yi represents each response variable, Xi denotes each socio-economic variable, β0 is a scalar
that represents the intercept, and βi = (β1, . . . , βM) are the coefficients of the linear effects of each
socio-economic variable Xi.
Thus the model shown in Equation (3) fitted all the response variables, using the sample’s
representative socio-economic characteristics results obtained from the survey and presented as
follows in Table 5 as explanatory factors.
Table 5. Descriptive statistics of the sample’s socio-economic characteristics.










1: Incomplete primary education 1.4
2: Primary education 13.5
3: Secondary education 47.6
4: University Studies 35.6
99: do not answer/do not know 1.9
Household size
1: one person 6.8
2: two people 28.3
3: three people 30.3
4: four people 27.5
5: five people 6.1
6: six people 1.0
7: seven people 0.1
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Table 5. Cont.
Independent Variables Scale Proportion of the Total (%)
Level of family income






7: more than €3000 10.0
99: Do not know 11.4
The multinomial regression model structure is presented in Figure 2 for each response variable.
A socio-economic variable Xi has a significant effect on response variable Yi if its corresponding
regression coefficient βi is more than twice its standard deviation value. The positive sign of the
corresponding βi implies that the response variable increases when the socio-economic variable
increases. The higher the coefficient βi, the stronger the effect of this socio-economic variable will be.
The analyses were carried out with the freeware statistical package R (version 3.1) [71].
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It is considered that socio-economic variable Xi has a significant effect one response variable
log [pk/p1] if the value of its corresponding regression coefficient βi is more than twice its standard
deviation value. In addition, the positive sign of the corresponding βi implies that the response variable
increases when the socio-economic variable increases. The higher the coefficient βi, the stronger the
effect of this socio-economic variable will be.
In general, only those coefficients associated with Repairability and one coefficient for Material
recycled content are statistically significant, which means that only these two variables have a degree
of influence on consumer decision to buy a product. With the aspect Repairability, socio-economic
variable “household size” is significant for all the factors, with β4 being positive in all cases. So the
more people in a household, the more marked the tendency to repair products becomes. In addition,
“age” is also significant, with older people being more prone to repair. For the aspect Recycled
content material, it was found that the socio-economic variable “age” is statistically significant for
respondents who consider the incorporation of material recycled content into the product design to be
“very important”. It can be said that, as β2 is negative in this case, the younger the respondent is, the
more importance attached to this aspect. For the remaining aspects, no significant relationship was
found for any socio-economic variable.
Table 7 shows the results of the statistical models for the second response variable “Importance
attached by consumers to including circular aspects on product labelling”.
Table 7. Multinomial regression model for the “Importance attached by consumers to including circular
aspects on product labelling” (mean [SD]).














































































































2 21.83313[1.37761] −0.44589[1.01849] −4.92119[2.18041] −0.73443[1.68245] 1.39259[0.98166]
3 −26.62403[1.53908] 0.73759[0.96700] −0.61355[0.39042] 0.00718[0.91411] 0.04282[0.52868]
4 −26.62644[1.49994] 0.25911[0.93001] −0.20867[0.19245] 0.36800[0.87806] 0.12630[0.51214]


























* Significant variables of each model per covariate are highlighted in grey colour.
In general, only those coefficients associated with Material recycled content and Fair working
conditions are statistically significant, which means that only those two variables have a degree of
influence on a consumer decision to buy a product. For these two aspects, the socio-economic variable
“gender” is significant for all cases, with β1 being positive for all factors for the aspect Material recycled
content and negative for the majority of factors for the aspect Fair working conditions. This means
that males are more concerned about the aspect Material recycled content, while females are more
concerned about the aspect Fair working conditions. In addition for the aspect Fair working conditions,
the socio-economic variable “level of education” is significant for the respondents who attach “little
importance” to including this aspect on product labelling. As β3 is negative in this case, so the lower
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the level of education of respondents, the less importance attached to this aspect. For the remaining
aspects, no significant relationship was found for any socio-economic variable.
5. Discussion and Conclusions
Consumer preferences for product purchases are increasingly influenced by factors associated
with Durability, Repairability, Recycled material content or Low environmental impact, and with
aspects related to Fair working conditions during production processes or Origin of production.
They are all related with the principles promoted by a circular economy. In this study, we found that
Spanish consumers are concerned mainly about fair working conditions during the production process
and the durability of their purchased products.
For these two aspects, we found a high degree of congruence between the level of importance
attached to incorporating each aspect into the product design process and including this information in
product labelling. A contingency table analysis and the rejection of the independence between aspects
in a product and aspects on labelling confirmed this finding. These results correspond to the marginal
proportions for the aspects mentioned above.
In line with the findings of Park [26] about textile consumers, our results showed that
socio-economic variables influence the level of importance attached to the social and environmental
aspects considered in our study by consumers. By taking into account the importance attached to
incorporating a certain aspect during the product design process, Repairability and Material recycled
content have a degree of influence on consumer purchase decision. For the aspect Repairability, the
more people in a household, the more marked the tendency to repair products. For the aspect Recycled
content material, the younger respondents are, the more importance they attach to incorporating
material recycled content into the product design. This contrasts with Pedrini’s [39] findings, who
considers that the most socially and environmentally concerned consumers are older, well-educated
and wealthy. This discrepancy may be due to the different niche research markets [69].
By taking into account the importance attached to including a certain aspect in product labelling,
males are more concerned about the aspect Material recycled content, while females are more concerned
about the aspect Fair working conditions, as Hudson et al. [40] already pointed out. Finally, the
lower the respondents’ levels of education, the less importance they attach to the Fair working
conditions aspect.
The research is not, however, without its limitations. Firstly, additional research is needed to
confirm the study results because, according to Tucker [72], respondents tend to overemphasise the
answers they give about their environmental behaviour when they feel that it might be judged or
criticised by others. Secondly, the study did not consider the influence that some traditional aspects,
such as price or quality, might have on consumer preferences in relation to social and environmental
attributes. Consequently, a future in-depth study should be conducted that uses online and anonymous
surveys to assess the more possible aspects preferred by consumers.
Thirdly, our findings are limited in scope as the sample only included Spanish consumers. Hence,
more research in other countries is encouraged to identify whether consumer preferences related to
product design and labelling are actually affected by different arrangements like cultural factors. So
despite it not being clear if similar conditions to those in Spain prevail in other countries, our findings
and results provide good insight into the trend that consumer preferences may follow in the mid
and long terms. This may be considered valid for countries with similar cultural conditions, where
the results may help to make new policies that focus and encourage socially and environmentally
responsible purchases.
Author Contributions: Funding acquisition, M.-D.B.; Conceptualization and Methodology, M.-D.B., V.P.-B. and
V.I.-F.; Statistical analysis, P.J. and C.D.-A.; Writing—Original Draft, M.-D.B. and V.P.-B.; Writing—Review and
Editing, V.I.-F. and M.B.-G.
Funding: This research received funding from Ministerio de Economía y Competitividad (Spain) (Project
DPI2017-89451-R).
Sustainability 2018, 10, 2311 14 of 17
Conflicts of Interest: The authors declare no conflicts of interest
References
1. World Business Council of Sustainable Development (WBCSD). Sustainable Consumption Facts and Trends,
from a Business Perspective. The Business Role Focus Area; World Business Council of Sustainable Development:
Geneva, Switzerland, 2008.
2. The Ellen Macarthur Foundation. Towards the Circular Economy; The Ellen Macarthur Foundation: Cowes,
UK, 2013.
3. Organisation for Economic Co-Operation and Development (OECD). Promoting Sustainable Consumption:
Good Practices in OECD Countries; OECD: Paris, France, 2008.
4. COM 33 (2017) Implementation of the Circular Action Plan; Report from the Commission to the European
Parliament, the Council, the European Economic and Social Committee and the Committee of the
Regions. Available online: http://ec.europa.eu/environment/circular-economy/implementation_report.
pdf (accessed on 27 June 2018).
5. United Nations. Sustainable Development Goals: 17 Goals to Transform Our World. Available online:
www.un.org/sustainabledevelopment/es/economic-growth/ (accessed on 27 June 2018).
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